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Abstract
The purpose of the study is to understand the features of the inbound market through market 
subdivision based on Japanese tourists who account for a large share of foreign visitors to Korea. 
Concerning involvement and flow that are indicated as standards of market subdivision, the 
study shows that Japanese tourists’ motive to travel was affected by their involvement in travel 
products ; when Japanese tourists experience travel products, the experience of flow is closely re-
lated with their satisfaction level and revisit.　Therefore, the study aims to examine whether the 
domestic inbound market for Japanese visitors to Korea shows such differences as selection of 
travel products, demographic characteristics, travel behavior based on involvement and flow.
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